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Perkembangan Industri otomotif terus meningkat yang ditandai dengan jumlah 
kuantitas kendaraan yang dimiliki masayarakat terus bertambah. Pesatnya 
perkembangan otomotif menjadi penyebab terjadinya persaingan pada industri 
otomotif. Dilihat dari maket share otomotif di Indonesia mayoritas dikuasai oleh merek 
yang berasal dari Jepang. Hal ini menjadi tantangan bagi perusahaan otomotif asal 
Eropa seperti Volkswagen untuk dapat bersaing. Salah satu hal yang dapat membantu 
perusahaan Volkswagen dalam mengembangkan produk agar lebih sesuai dengan 
keinginan konsumen sehingga dapat meningkatkan penjualan yaitu komunitas 
Nuvolks. Komitmen anggota dalam komunitas dipercaya dapat meningkatkan niat 
untuk membeli kembali, word of mouth yang positif, dan keluhan yang membangun. 
Namun jenis program loyalitas seperti economic benefit tidak cukup untuk 
meningkatkan loyalitas anggota. 
 
Adapun permasalahan pada penelitian ini diajukan untuk mengetahui seberapa 
efektifnya program loyalitas economic benefit di komunitas Nuvolks melalui teori 
variabel brand community affect dan brand community trust terhadap brand community 
serta implikasinya terhadap repurchase intention, word of mouth, dan constructive 
complaint. 
 
Model Teoritis dalam penelitian ini disampaikan dengan 5 hipotesis yang akan diuji 
menggunakan Structural Equation Model dengan software Lisrel v8.8. Sampel dalam 
penelitian ini berjumlah 180 responden, member Nuvolks dalam 6 bulan terakhir aktif 
berpartisipasi dalam grup media sosial Nuvolks dan member yang setidaknya memiliki 
1 aktifitas dalam grup media sosial Nuvolks. 
 
Hasil Penelitian ini menunjukan bahwa terdapat hubungan positif antara brand 
community affect terhadap brand community commitment, brand community trust 
terhadap brand community commitment, brand community commitment terhadap 
repurchase intention, dan brand community commitment terhadap constructive 
complaint. Namun  terdapat satu hipotesis yang tidak mendukung yaitu brand 
community commitment terhadap word of mouth. 
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The development of the automotive industry continues to increase, which is indicated 
by the increasing number of vehicles owned by the public. The rapid development of 
the automotive industry is the cause of competition in the automotive industry. Judging 
from the automotive share models in Indonesia, the majority are controlled by 
Japanese brands. This is a challenge for European automotive companies such as 
Volkswagen to be able to compete. One of the things that can help the Volkswagen 
company in developing products to better suit consumer desires so as to increase sales 
is communities such as the Nuvolks community. Commitment of members in the 
community is believed to increase the repurchase intention, positive word of mouth, 
and constructive complaints. However, the types of loyalty programs such as economic 
benefits are not sufficient to increase member loyalty. 
 
The problem in this study is proposed to find out how effective the economic benefit 
loyalty program is in the Nuvolks community through the variable theory of brand 
community affect and brand community trust on brand community and its implications 
for repurchase intention, word of mouth, and constructive complaint. 
 
The theoretical model in this study is presented with 5 hypotheses that will be tested 
using the Structural Equation Model with Lisrel v8.8 software. The sample in this study 
amounted to 180 respondents, Nuvolks members in the last 6 months actively 
participated in the Nuvolks social media group and members who had at least 1 activity 
in the Nuvolks social media group. 
 
The results of this study indicate that there is a positive relationship between brand 
community affect on brand community commitment, brand community trust to brand 
community commitment, brand community commitment to repurchase intention, and 
brand community commitment to constructive complaint. However, there is one 
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